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With the popularity of the Internet and intelligent mobile terminal, consumers 
have got used to searching word-of-mouth information before purchase and 
publishing it after purchase, affecting consumer’s choice of products, brands and 
services. In this study, we explore the measurement of tie strength and the relationship 
between tie strength, communication channel and word-of-mouth effect in different 
conditions. 
This study has two parts. Study 1, for optimizing the measurement of tie strength, 
we use questionnaire to gather the data for project analysis, exploratory factor analysis 
and confirmatory factor analysis, using the data of 481 sample in 3 times, and 
ultimately developed a scale for measuring tie strength of Chinese Students. Study 2, 
we recruit 88 volunteers to attend scenario experiment on wechat, trying to explore 
the impact of tie strength and communication channel to the word-of-mouth effect. 
Study 1 found that, based on the reliability and validity analysis, the best 
indicators of measuring tie strength of Chinese college students are Intimacy, duration 
and reciprocity. Intimacy contributes to the measurement most, followed by duration 
and reciprocity. Study 2 found that, there is a significant positive relationship between 
tie strength and word-of-mouth effect. Intimacy has a significant positive impact to 
word-of-mouth searching, using and transmission; duration has a significant positive 
impact to word-of-mouth searching and using; reciprocity has a significant positive 
impact to word-of-mouth searching; the role of communication channel as the 
moderator variable is not significant. 
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人员销售的 4 倍、广播广告的 2 倍；在促使消费者态度由否定、中立到肯定的转变






































图 1-1 2013 年网购用户是否有浏览社交网站后购买的经历 
 
 

























类型区分关系强弱(Brown&Reingen, 1987; Duhan, Johnson, Wilcox, & Harrell, 


























































































络口碑（Internet Word-of-Mouth，简称 IWOM）的过渡，并呈现逐渐融合的趋势。 
自 20 世纪 50 年代起，口碑开始进入社会科学研究的视野。早期的口碑研究
对象是线下口碑，即依赖于现实人际关系网络的面对面口语传播(Arndt, 1967; 
Brooks, 1958)。例如，创新产品的扩散中邻居之间关于产品的口头交谈(Whyte, 





进入 20 世纪 90 年代后，以互联网为代表的新媒介技术的迅猛发展，国外口
碑研究的对象聚焦于线上口碑，即依赖于互联网的媒介化书写传播(Hennig‐
Thurau et al., 2004; Sun, Youn, Wu, & Kuntaraporn, 2006)，如淘宝网、微博等互联
网上的产品评论信息(Bickart & Schindler, 2001)，发现不同类型的线上口碑之间


















从 20 世纪 50 年代以来，国内外口碑研究的视角从宏观到微观逐步深入，研
究取向基本经历了宏观效果、中观网络、微观过程三个阶段。 
2.1.2.1 宏观效果 
国外方面，20 世纪 50 年代至 70 年代，由于受到拉扎斯菲尔德“两级传播
流(Two-step flow of communication)”假说和罗杰斯“创新扩散(Diffusion of 
Innovations)”研究的影响，口碑研究侧重于宏观层面的传播效果。这个阶段的研
究议题主要以食品、汽车服务、工业用品、生活用品、技术创新等新产品的扩散





甚至远远超过报刊、人员销售和广播广告等传统的营销手段(Lazarsfeld & Katz, 
1955)。 
20 世纪 70 年代后，口碑的概念更加清晰化，之前研究中所提及的“口碑广
告”(Arndt, 1967; Brooks, 1958; Fisk, 1969)，也逐渐被区分为“口碑”和“广告”两个
独立概念，开始探讨传统大众媒体和口碑的关系以及两者传播影响力的区别。广
告和口碑两种传播机制在新产品的扩散和重复购买中形成不同的传播模型
(Dodson & Muller, 1978)，通过对比电视广告和口碑两种传播机制对律师形象的
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